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Risk Mitigation
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The Pricing Continuum
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Understand Pricing “Tipping Points”
Shopper perceptions of Total Store Differentials

IMPERCEPTIBLE PERCEPTIBLE

|

Shoppers develop their price image of you: TIPPING
POINT
* Largely at a basket-level

* Over time and different shopping trips

Tipping Points vary based on value delivered
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Price Strategy and Communication
Pricing Strategy Based on Perceptions and 6 Dimension Framework

Everyday Promotional Known-Value
Shelf Prices Offerings Item Prices

SIX DIMENSIONS OF PRICE IMAGE

Per Unit/ Merchandising Price

Value Prices Communication

A strong offering in each of the six dimensions maintains a favorable price image, which encourages the
consumer to shop the store more intensely and spend more on each store visit.
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Price Communication is as Important as

Actual Prices
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Price Transparency

Ubiquitous pricing means retailers will have to better align their price
offerings in order to engage the digitally-connected shopper

* Faster Competitive Insight
* Easier Price-Matching

* Accelerated Impact

* Forced Differentiation

* Empowered Retailers

* Polished Prices

*  Empowered Shoppers

* Richer Insights
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Connecting Price with Branding
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Big Dig Data Meets Promotion Optimization

Predictive and Prescriptive Analytics
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1. New Formats

Limited Assortment Stores Cost-Plus Stores

J COST PLUS FOOD OUTLET

Wijse
COST PLUS SUPERMARKET

(®) WILLARD BISHOP

—
|



2. Offer Value Choices
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Per-Unit Indices
(Example Retailer vs. Competitors)

Overall Average 115

Versus Competitor 1 141

Second Tier

116
—125
Second Tier 1
118
1

Versus Competitor 2

11

Second Tier 107

Versus Competitor 4 — 11
Second Tier 100

79

70

Versus Competitor 3

Versus Competitor 5 m
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3. Smooth-Out Rough Edges

Are Your Prices Upside-Down?

Avoid Peaks and Valleys
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4. Craft Message

THE
VALUE
OF saving

money
and
time
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5. Define Ways to Save
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Watch your savings grow every time you shop.
Check your register receipt to see how much you save!

With your BONUSCARD®, you'll receive double the value
MANUFACTURERS" 'of y:ur lhldanu'ac(we's' coupons. See customer service
for details.

Enjoy 15-25% discounts every day on o your favorite national PRE s PR[CE

brand prepriced products! Save on snacks and breads to
magazines, greeting cards and paperbacks every day!

e I\

, BONUS BUY™ Savings are manufacturers’ savings
) passed directly to youl You'll find thousands of BONUS
BUY™ Savings throughout the store!

You'll find over 30,000 Everyday Low Prices throughout the
store. No need to wait for a “sale.” Simply buy what you want,

when you want. Pw

EXTIRA. 5o oot ons v i
throughout the year to save even more. Save up to

REWARIDS e roneerierchm e

GIANT brings you quality products at the prices you deserve.
Enjoy the taste of your favorite name brand products at a
lower price with GIANT® brand.

Stock up on all your favorite products and get
another one “FREE." It's just one more way to save
every day at Gl

Look for the Well of Velues where you'll find speciel WALL °'
savings on great products every week. mu:s

$ Watch your weeldy c-rtuler fof exciting offers to
TRIPLE your

Visit us onine at GlantFoodStores.com

Raleys
BE{%IR

NOB HILL

Look for these signs
throughout our store!

MORE FOR YOU:

» Firwl Week: Sale
» Ribvythm & Rit Discount Voucher
 Sign wp for Autol Todey!

B Whats s b Scaretting Extral

¥ Eaen Fust Rewards #t Aslo |

CELEBRATE FOOD + CELEBRATE LIFE*

»
with this Knorr Sices offer!

¥ Over 140 wines on sake now:
Sea specals
» Love wine? Join the Club.

» Convert Your Tax Stmubus
Payment!

B You couki WIN &
Abers VP Game Esperionce!

¥ Take Our Online Survey

» More coupons each week
when you subscribe to our
tablotalk Qp email!

weekly specials
all over the store

national brand quality
atalower price

' DOUBLE;
LCOUPONS |

Brands
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6. Tell a Quality, Value-Oriented Story
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7. Start with the End in Mind

WITH
YOU
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8. Wow Your Shoppers
Low Price and High Value

= 24 pock
T Fancy Feast
=% Variety Pock
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9. Simplify Your Values

19

USDA
2oL

(®) WILLARD BISHOP



10. Guarantee It

2007% Freshness Guarantee Warranty

Our Unbeatable - REmCE

D o “ B lE THE PRODUCT

AND
GUARANTEE REFUND
100% Satisfaction or we will:

YOUR MONEY

We don’t guarantee our quality. We Double Guarantee it. ’

Al ALDI, we believe that we have the best guality products out there. We've designed and tested our brands to exceed the national brands in taste and quality. We're so confident
in our products that every item in our stores is backed by our unbeatable Double Guarantee *
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11. Deliver Unique Values

3 TRADER JOE’S

Two Buck Chuck

Brookstone

Bob
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12. Clip It

Sign in at www.marianos.com/coupons

:fe-clips.i S O LS I

S e ¥ 1.Pick ---» 2.Click --- 3.Save!

Add e-clips digital coupons to your
Mariano’s Rewards Card.
present your card during check-out

for the automatic savings.

gatorade or g2 thirst quencher S m
SAVINGS - 0.39

32 oz. varieties

i digital
coupons Y conea s =
e Cl' s - 6 pk.1ltr. btls.
| | Click here and
Start downloadiﬂg g vita coco water $4 m
= | ko

digital coupons to

DIGITAL COUPONS your Mariano's
PICK. CLICK & GO Rewards Card.
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13. Cross Pollinate

WHOLE
FOODS

R K E

Leveraging website to
highlight Twitter and
Facebook feeds

Whole Foods Chicago Z2h
EWholeFoodsCHI

JEMannalOrganics
EEthicallyvE ngnrd
EDarkMatter2521
@EHopefortheDay @Vosges
#supportmidwest
Esupportchicago #locallowve
http: . co/ CraDY2 kN8|

i rFraceEBsooxk

Whole Foods Market
Chicago

Dandies Yegan Marshmallows

are a local treat worth trying.
Courtney's fave, they're a great
addition to s'mores, hot
chocolate, or by themselves.
#wveg...

Soc Rugrats 3h

E S IRugratCHI

Bubbles Academy Songs and
Stories for Kids TOMORROW
EWholeFood sCHI
Ebubblesacademy

http: . co/BReADCIX T K
hup: A r.co/v3ixORgjvs

4 Retweeted by Whole Foods

Chicago

Whole Foods Chicago 3h
EWholeFoodsCHI

EScrumptPantry Yes! Sounds
delicious! Thanks for the
suggestion.

Whole Foods Market
Chicago

Added to smoothies or straight

from your hand, raspberries
are a great way to kick-off your
#meatlessmonday.

Whole Foods Market
Chicago

Only a few weeks left to donate
vour reusable bag credits o
Green Star Mowvement, a non-

profit that beaurtifies Chicago

with community designed

mosaic...

View Whole Foods Market Chicago on

Facebook
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Additional Sources

e LinkedIn (follow us for continual updates)

* Willard Bishop Blog (willardbishop.com)

* Competitive Edge (monthly thought-leadership publication)

COMPETITIVE

EDGE

Not Offering Entry-Level Store
Brands May Be Just Plain Nuts

Understanding the
Importance of Opening
Price Points

WILLARD BISHOP
Willard com

COMPETITIVE

EDGE

How Shoppers’ Decisions are Changing
the Retailer’s Short List for 2015

Where should | shop? Online or in-store?

Private label or branded goods?

Buy now or wait for a sale?

Pick up or delivery?

WILLARD BISHOP
WillardBishop.com

COMPETITIVE

EDGE

PRICE TRANSPARENCY

How ubiquitous pricing information is
changing the ways companies compete

©

WILLARD BISHOP
WillardBishop.com
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